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ABSTRACT 
 
 
 
 
This paper is a supplementary text to Duct Tape Advertising: The Quick Fix 
Solution to Your Promotion Problems. It serves to further cite the sources of the guide’s 
claims and elaborate on their importance to the field of advertising. Reasons for the 
creation and design of the guide are analyzed and justified. 
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CHAPTER 1 
 
 
IDEAS INTRODUCED 
 
 
When I first met with my advertising advisor Kelley Coppinger my sophomore 
year of college, she took me to a nearby coffeehouse/bagel shop colloquially named 
Einstein’s. The now familiar aroma of fresh bagels and coffee grinds met my nose for the 
first time as she turned back to look at me and asked, “What would you like to drink?” 
After a brief embarrassment, I admitted that I didn’t like coffee. She looked at me 
flabbergasted. “Well Rachael, it’s time you learned to love it. You’re in advertising 
now.” And with that she bought me the sweetest thing on the menu... and started an 
addiction. 
 Although she was likely referencing all the late nights I would be pulling meeting 
deadlines in my field, this line has stuck with me all these years on a more symbolic 
level. Majoring and working in advertising requires alertness and engagement on a level 
that can’t be sustained unless one is fully awake. At the heart of great advertising is 
gathering valuable research and combining all the pieces of information in your head 
until something creative, insightful, and money-making comes out. It’s simply not a job 
you can do at half power. Caffeine is an advertiser’s best friend. 
 This depth of engagement is something I’ve been participating in my entire 
experience at WKU. It’s how I get the most out of my time in class, and it’s one of the 
reasons I internalize and retain so much of what I learn.  I created a guidebook for three 
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purposes: (a) to summarize that key information learned in my advertising classes (b) to 
demonstrate knowledge of graphic design and visual organization and (c) to create a 
simplified reference tool that encourages immediate application of the concepts. 
This paper however goes deeper than the abbreviated guidebook. The purpose of 
this paper is two-fold: (a) to explain or justify the value and purposes of the guidebook 
and (b) to support the claims and advice made in the guidebook. 
With that, sit down at your local coffee shop, take that first sip of your strong 
smelling brew, and dig in. 
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CHAPTER 2 
CLASSES CAPTURED 
“Intelligence is a function of memory.” A favorite line of my Web’s Impact on 
Our Minds and Future professor Wolfgang Brauner, this line has stuck with me as an 
accurate summary of my college experience. Information that goes in one ear and out the 
other is no good to oneself. If we do not find ways to internalize and retain our 
knowledge and acquired skills we will gradually lose them. Anything we do not actively 
use on a regular basis seemingly evaporates from the brain over time like an unused 
second language. 
 This is the petri-dish of pessimism where the idea of the guidebook came to life. 
 The guidebook is like a scrapbook. Though it contains educational memories 
rather than social ones, the guidebook creates a snapshot of a moment in time that, 
though partial and shallow, triggers in the brain a more elaborate memory. By making the 
guidebook, none of my schooling is wasted due to memory loss. 
Introduction 
 The guide starts out with an introduction that builds rapport and personal 
connection with the reader. This important, ethos building section embodies a 
combination of Honors English 300 and Journalism 202: Honors Media Writing 
techniques. The textbook for that Media Writing class, Inside Reporting by Tim 
Harrower, had good brainstorming references for lead ideas. The “nutshell style” of 
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organizing information it describes is a useful technique for any kind of writing in our 
short-attention-spanned age. Start with a hook that makes them care; give them the 
nutshell version of the story; then lastly comes the details. 
Research 
 There will be a portion of readers who skip this first research section immediately. 
They either think they already know everything about their company or think of research 
as that painful thing they did back when they were in school. I had to do it though 
because this section is what informs every decision that comes after. The “Be Informed” 
section is a pretty direct summary of Cliff Shaluta’s Journalism 300: Research in 
Advertising and PR. It covers the categories of research in a situation analysis, secondary 
research tools, and primary research techniques.  
There are a variety of ways to conduct research on the web and in person that 
don’t cost much more than time. But it is important to go into research knowing what you 
need to know. That’s where the situation analysis from Cliff Shaluta’s brand blueprint 
and a S.W.O.T. analysis (strengths, weaknesses, opportunities, threats) come into play. 
They create frameworks that make holes in one’s research apparent, spawning questions 
and curiosity for further research. During my time working with a freelancer and working 
as a part of a social media rebranding team, I saw many cases where people knew what 
they were lacking in comparison to others (a website, social media pages, a logo) they 
just weren’t sure how to go about creating them in an informed, strategic, and intentional 
way. The guidebook, especially in this section, makes them aware of the power at their 
fingertips via the internet. It gives them starting points. 
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Target Audience 
 The next section is target audience and it covers generational research and 
personas. Generational research is my statistically backed version of Zodiac astrology. 
Based on when someone was born, we can determine a lot about how they are likely to 
act, what they are likely to value and believe, and what motivates and influences them. 
This is a subject I’ve researched in many classes and used in nearly all of them to some 
degree. It takes the idea of a target audience out of an age range, gender, and ethnicity 
and looks at how society has changed and trended over large periods of time. That big 
picture view is part of what makes it so valuable.  In the words of Jean M. Twenge, 
author of Generation Me, “This includes the highs and lows of pop culture, as well as 
world events, social trends, economic realities, behavioral norms, and ways of seeing the 
world. The society that molds you when you are young stays with you the rest of your 
life” (2).  
Personas take things a little further and describe the audience as a single real 
person in order to have someone specific in mind to cater to when planning future 
advertising efforts. Personas are useful in coordinating team efforts because it puts 
everyone on the same page as far as target audience (Pulizzi, 94). Whether one is on a 
team or not, personas are useful because they take a more abstract collection of audience 
data and organize it into something more tangible and easily referenced (Shaluta). 
Objectives, Strategies, Tactics 
 The next concepts covered in the guide are objectives, strategies, and tactics. This 
section is a combination of Kelley Coppinger’s Principles of Advertising and Mark 
Simpson’s Advertising in a Digital World. Objectives are your goals. Strategies are how 
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you plan to achieve those goals. Tactics are the practical, actionable steps one will take as 
one makes the strategy a reality. This is certainly not the only way to conceptualize it, 
(Check out Forbes’ version here: http://www.forbes.com/sites/mikalbelicove/2013/ 
09/27/understanding-goals-strategies-objectives-and-tactics-in-the-age-of-social/) but in 
my exposure to various formula the one in my guidebook has been the most simplified 
and straightforward. 
This structure is useful in a variety of situations in advertising. It can be applied to 
a product or service, the brand as a whole, or a specific piece of advertising. The title of 
this section of the guidebook is “Be Intentional,” and anytime you are producing 
something you want to be intentional about the process of thinking through the 
objectives, strategies, and tactics is useful. It focuses feel-good creation into something 
more likely to contribute to the whole of the brand, create brand loyalty, or return on 
investment. It’s all about strategic planning. The guidebook isn’t so much about 
groundbreaking original ideas as it is a “stop and think” tool. 
Modern Trends 
 The section on modern trends is a favorite of mine because it both keeps the 
readers up to date and shows them that the direction advertising is headed doesn’t require 
huge budgets. It’s encouraging. Some thought leaders like Joe Pulizzi, author of Epic 
Content Marketing, argue that the versatility of individuals or small business owners have 
put them at greater advantage over larger businesses in our current ad climate (35).  
The two main trends are two-way communication and content marketing (also 
known as thought leadership).  In the words of David Meerman Scott, author of The New 
Rules of Marketing and PR, “People want authenticity, not spin. People want 
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participation not propaganda” (36). Gone are the days of advertising as one-way 
interruption. People are exposed to over 5,000 marketing messages a day (Pulizzi, 27). 
That’s a good way to blend into the crowd. One has to engage them through interaction. 
Through interaction one builds relationships and becomes an authentic person rather than 
a faceless company. Then content marketing comes into play and fulfills the other half of 
the picture – expertise. The buzz phrase “content is king” comes from the idea that in 
order to stand out in our modern, advertising-dense age, one must be producing new 
content for one’s industry. This creates a sense of respect for one’s company and 
establishes oneself as a thought leader. Everything one produces does not have to be 
original content. Repurposing other legitimate sources establishes one’s engagement in 
the industry as a whole, but producing new content is what sets oneself apart from the 
crowd as an industry expert. If one goes a step farther with it and produces real-time 
marketing content it both humanizes and legitimizes (Scott, 2012). Brand loyalty isn’t 
just about likability. It’s also important to establish oneself as professional. Producing 
content and positioning oneself as a brand expert simultaneously establishes the quality 
of one’s product or service. Together in combination, these techniques position one’s 
company as a trusted friend of reliable knowledge and quality. Joe Pulizzi goes as far as 
to say, “Your marketing needs to be anticipated, loved, and wanted. This is the new 
world we live in today” (11). 
Consistency 
 In order to sustain this image of a brand or company – one that is personified as 
human both likable and professional and that audiences can develop loyalty towards – 
one has to have consistency. This means consistency across all platforms of 
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communication and consistency in posting and engagement with consumers. Consistency 
builds trust. It legitimizes you. When someone online interacts with the same personality 
on Twitter, Facebook, and official website, then that persona starts to become 
synonymous with that brand rather than just the writer who maintains the platforms. It’s a 
concept hammered in every class from Kelley Coppinger’s Print Design, Production, and 
Typography to Cliff Shaluta’s Research in Advertising and PR. It’s like Joe Pulizzi says 
in Content Marketing “The great hallmark of a successful publisher is consistency” (77). 
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CHAPTER 3 
GRAPHICS GLORIFIED 
To put it plainly, I set this goal because I wanted this project to become a 
portfolio piece. I’ve done a lot of projects I’m not proud of, visually, but I knew that as 
much time as I was dedicating to this project it needed to be something I loved and got as 
much out of as possible.  
First I started with organizing the information itself and dividing it into sections. 
By breaking it into parts I was able to create repetition and visual organization through 
the format of title page spread. This intentionally sparse two page spread at the start of 
each section gives quick-flip structure.  
The overall simplicity and of the design is intentionally rendered to make the 
booklet feel like a quick read and to continue the down-to-earth theme reflected in the 
writing style. The guidebook is meant to be a simplified guide, and that is echoed even in 
the visual design and physical rendering so that readers are put psychologically at ease 
from the moment they start flipping through it to consider purchase. Its small size makes 
the booklet feel like a quick digest, easy to handle. It presents itself as a slightly large 
pocket guide or a field journal, which encourages the reader to jot in it and treat it like a 
notebook. 
The color theory behind the selected color scheme also plays an intentional role 
on readers’ psychology. Browns evoke a sense of comfort, trustworthiness, timelessness, 
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and lasting value and are associated with the rugged and hardworking. Additionally the 
chipboard texture to the brown cover alludes to the practical informality found inside. 
Gray is authoritative and is commonly connected to technology, sophistication, and 
industry. (Samara, 110)
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CHAPTER 4 
ADVERTISING APPLIED 
 I prioritized direct application as a focus for my guidebook for several reasons. 
Firstly I knew the greater value of the piece wouldn’t be the content itself as much as the 
brainstorming and inner cogs whirring in the readers’ minds. By giving them a space to 
write those thoughts down in the booklet itself, readers’ inspiration and momentum are 
not lost. 
 Secondly I wanted the booklet to be interactive and have some sort of tangible 
end product in order for it to be more appealing if it were ever published. Wreck this 
Journal, a book meant to not only be written in but beaten up, is an international best 
seller. Part of the reason is because we are in an interactive age, and books that keep up 
with this trend have wider appeal. It was also recommended to me during the guide’s 
creation process that having the booklet formatted so that at the end you have something 
to show for finishing it makes the booklet all the more rewarding a read. That is also the 
logic behind the conception of the app version of the booklet. If they put in the 
information as they go, at the end they can download a customized marketing plan that 
combines their completed activities into a branding book. 
 There are a great many ways of thinking and framing the concepts addressed in 
the guidebook. For example as stated earlier, Forbes author Mikal Belicove prefers a 
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goals, strategies, objectives, tactics structure, while my guidebook uses a strategies, 
objectives, tactics structure.  Advertising isn’t math; there’s more than one way to plan 
things. I chose the ones I did throughout the booklet because I found them to be the most 
straightforward and simplified and/or in common use at WKU’s advertising department. 
 The guidebook has four tie-in sections: the think, feel, do pages of the objective 
section; the persona creator; a place to brainstorm post topics and news sources; and a 
place to do S.W.O.T. analysis based on one’s research. The think, feel, do tie-in is 
valuable because it gives you space to write down ideas as you learn about each type of 
objective rather than waiting until the end when you are overloaded with information. 
The personas activity dials readers into what their current or potential audience is like as 
a consumer. More importantly however it makes them think about targeting their niche 
audience specifically and how that approach looks different from targeting other 
audiences or “everyone.” As the multiple authors of Marketing to the Generations agree, 
“Not every generation is alike, nor should they be treated by marketers in the same way” 
(2). The section that brainstorm topics and news sources is important because it baby 
steps them through the adjustment of making a new process a part of their daily routine. 
For some this will be a reluctant change, but having a plan of attack already determined 
and written down in this booklet may overcome some resistance by making the process 
seem simpler. The S.W.O.T. exercise is useful because it takes the data they have 
implicitly gathered and starts keying the reader in as to how collections of information 
become insight that informs their advertising efforts. 
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 Outside of those four exercise sections, the writing voice in general and the direct 
call-to-action phrases are additional encouragement for the audience to apply and 
internalize what they are reading. The author (me) is very, “Let’s do this!” in word choice 
and tone rather than a lecturing tone that says, “Now take notes on this!” The style of 
writing sounds like the reader is at a workshop or a consulting firm getting advice. The 
call-to-action phrases like “Write it down” and “Go ahead and start” engage the reader on 
a personal level and put pressure on them to act, respond, and write. 
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